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The power of customer loyalty 
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• The ALDI affect has created price conscious consumers 
and legitimised private label products  
• Supermarkets have responded likewise with price cuts, 
deep discounting and an increased range of private label 
products
• This phenomenon has had an impact across all 
categories of retail; department stores, convenience, 
even pharmacy 
The nature of retail today
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• In a competitive market place, with little differentiation 
between brands, products, quality or active ingredients,  
price tends to be used to capture new customers… and 
hopefully retain existing ones
• No definitive answer on the costs of acquisition vs. 
retention, however, we know it is more economical to 
retain current customers and stimulate frequency, than 
attract new ones.
To acquire or retain
Source: The Chartered Institute of Marketing; Fact File
Proudly sponsored by:
How retailers responded
• To take the focus away from price, recruit and retain 
more customers, retailers launched Loyalty Programs
• Problem was… so did everyone else.
• A further problem is that most loyalty programs are 
transactional based, leading to points fatigue – 30% 
never redeem points
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• Behavioural
• Customer shops regularly with the same pharmacy
• Attitudinal
• Customer promotes the brand, positive WOM or ‘feels connected’ 
to the pharmacy
• Which is more important? 
Types of loyalty
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• Behavioral loyalty is critically important because it 
means customers are buying and coming back
• However, people reluctantly shop at a place because 
they have no other choice, or shopping elsewhere is not 
worth the effort
• Behaviorally loyal shoppers may even engage in negative 
WOM
Behavioural loyalty
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• Attitudinally loyal customers are great because they add 
strength to retailers’ brands, through positive WOM 
endorsements
• … and less likely to switch
Attitudinal loyalty
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The challenge of loyalty
• Price does not drive loyalty – transactional based and 
easily replicated
• Attitudinal loyalty is built over time, through multiple 
touch points, conversations and interactions 
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Do most of their shopping at…
Source: Roy Morgan Single Source (Australia), April 2014 – March 
2015 (n=12,828)
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• Nature of visit is motivationally different from other 
forms of retail
• Customers are seeking solutions to health matters
• Pharmacy consumers need advice, counsel and guidance
• The nature of the interaction cannot be ‘transactional’ –
it must be ‘relational’
• Drivers of loyalty – trust, benevolence, confidence in 
competence, integrity and ability to provide expert 
advice 
Driving loyalty for Pharmacy
Source: Yee, Yeung & Morris (2005)
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• Tactics and mechanisms need to be implemented to 
drive those attributes to build attitudinal loyalty and 
relational exchanges
• Pharmacy is providing solutions to health problems
• Aim – develop long term, mutually beneficial outcomes 
for pharmacy and patients – help your customers make 
the right decisions 
Driving loyalty for Pharmacy
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• One size does not fit all when it comes to healthcare 
consumers – individual, personal, sensitive healthcare 
matters
• Hence, personalised and relevant customer engagement 
is a challenge for pharmacy today
Challenges for Pharmacy
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• While consumers have greater access to information, so 
to retailers – information technology and data will drive 
customer relationship programs of the future and allow 
retailers to engage with their customers more effectively
Solutions for Pharmacy
Gummesson, E. (2002) "Relationship marketing in the new economy." Journal of 
Relationship Marketing pp. 37-57.
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• Retailers are moving to innovative technology to engage 
personally with their customers
• Near Frequency Communications and beacons 
• Push-notifications at POP or ‘Top-of-Mind’
• Timely reminders – not just every 30 days
• Enables retailers to;
• identify when their customers are close by
• send targeted offers based on what they are looking at (POP) 
• send reminders based on historical data
• remember customers by name
Future of loyalty
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• Retailers are operating in a highly competitive market place
• Behavioural loyalty is not a true measure of ‘loyalty’
• Vital to develop attitudinal loyalty and relational exchanges
• Pharmacy is fundamentally different from other forms of 
retail based on consumer motivations
• Individual needs of customers are a challenge for all retailers, 
particularly pharmacy
• Retailers are turning to technology to better engage with 
their customers and drive attitudinal loyalty
• Regularity of interactions allows customers to feel 
connected…
In closing…
